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In the Internet age, the influence of network media is becoming more and more 
powerful. To the public, network news has become the most important sources of 
information, and it’s also an important way for corporate communications and 
corporate image management. Based on the theory of two levels of agenda-setting, 
this study summarizedpredecessors' researches and related dimensions of the 
corporate image measurement, and built the coding box. The comparison of Chinese 
and foreign corporate image is demonstrated via content analysis of 10 enterprises’ 
network news headlines, from January 1, 2004 to December 31, 2013 in Sina website. 
The results indicate that Chinese enterprises have a higher media exposure in 
network news and the proportion of foreign enterprises’ negative news is much higher 
than theircounterparts in China. On the distribution of the issue, "marketing 
communications" and "product information" are two big issues for both Chinese and 
foreign enterprises’ positive internet news. Foreign enterprises have more information 
about "capital operation", and Chinese enterprises have more ―stock market‖ 
information. In terms of negative news, both domestic and foreign enterprises are 
mainly concentrated on"integrity", "product information" and "marketing 
communications‖.In addition, foreign enterprises’ negative information also appear 
easily in labor relations and other violation behavior. 
According to the research results, this study indicates that there exists the two 
levels of agenda-setting effect on Sina website news of domestic and foreign 
enterprises obviously. The empirical analysis provides new and relevant theoretical 
and practical advice for domestic and foreign corporate communications and image 
management. 
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“Corporate Reputation”及“Corporate Identity”。 
Bendixen 和 Abratt（2007）认为 Corporate Identity 强调“企业是什么”，而
Corporate Image 则强调“企业被认为是什么样”，这也代表着企业品牌的最终产
品。Rosa Chun（2005）认为Corporate Identity可以理解为“企业如何看待自己”，
而 Corporate Image 则是“企业外部利益相关者如何看待企业”。 
Gray 和 Balmer（1998）提出企业声誉与形象管理模型，并将企业形象识别、
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（2）哈里斯互动调查（Harris Interactive Survey） 
1999 年由 Fombrun 声誉研究机构（the Reputation Institute）主持，依据
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